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Changes in adult smoking rates

Decreases Increases

more than 20% decrease

10% – 20% decrease

less than 10% decrease

less than 10% increase

more than 10% increase

no data

comprehensive advertising bans 
during this period

no change

Increases and decreases in adult cigarette consumption
1991 compared with 1981 

Effect of Ad bans

Percentage reduction
in smoking

2000

anti-tobacco 
advertising messages
15% of total tobacco 
advertising messages

6.3%

2.0%
p.a.

comprehensive set 
of advertising bans

7776

The tobacco industry denies that 
advertising plays a role in 
encouraging people to smoke or 
increasing the amount smoked, 
but the research suggests 
otherwise. As governments 
acknowledge the harm caused by 
tobacco and the need to 
discourage its use, restrictions 
and outright bans on tobacco 
advertising are becoming 
common. Partial restrictions are 
notorious for leading to other 
forms of marketing supplanting 
the restriction. Because of the 
shift of marketing dollars from 
one medium to another, the 
evidence suggests that 
comprehensive bans on all forms 
of tobacco promotion can be 
effective in reducing tobacco use, 
while partial restrictions have 
limited or no effect. 

Cigarette packaging plays an 
increasingly important role as 
advertising restrictions are 
implemented. Packet design plays 
an important role in establishing 
brand imagery and competing for 
potential customers. Many 
countries are advocating plain 
packaging. Some also propose the 
banning of certain words such as 
“Light” or “Mild” as these may 
convey the impression that the 
cigarettes are less harmful or 
contain fewer harmful 
constituents.
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�It is felt that given 
the consequences of a total ban on advertising, a pack 
should be designed to 

give the product visual 
impact as well as brand imagery.�

BAT, 1986


